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ADVERTISING AGENCIES 


Key to abbreviations 





Symptoms of non-productivity (in 
advertiser/agency relationships). Jan. 38. 

Garneau’s magic for brand building 
— The philosophy of agency selection and 
handling of the Joseph Garneau Co. (wine) 
account. Jan. 104. 

A micro on every desk — Growing 
numbers of ad agencies are employing 
micro-computers to increase efficiency of 
their media departments. Feb. 64. 
Agency cable specialists: The new media 
mixers — A look behind the scenes at 
several agencies to see how they are han- 
dling cable. Mar. 59. 

Marschalk’s brand manager — Art 
Wilen presides over a growing staff that 
measures media results against marketing 
criteria. Mar. 70. 

Marie Luisi/J. Walter Thompson 
—Reactions to the ML/JWT time-banking 
affair (BB). Apr. 18. (BB) June 18. 

You can do it yourself — How do-it- 
yourself media research is conducted at J. 
Walter Thompson. Apr. 62. 

Time banking under the microscope 
— J. Walter Thompson’s problem has led 
to careful examination of the practice in 
other agencies. May 59. 

NAAN unites against merger mania 
—As merger trend continues, small- and 
medium-sized agencies are joining net- 
works as a way to compete against the 
giants. May 68. 

Why in-house agencies are striking 
out — The basic problem is that emphasis 
remains on media not market planning. 
Mar. 185. 

When media costs rise, so do agency 
profits — Agency stocks have a built-in 
growth factor — rising media costs (VuPt). 
May 134. 

Agency vs. in-house: who does it best 
— Lever and AHP’s shift to full-service 
agencies raises anew the question of the 
viability of going in-house. June 57. 

Direct marketing comes to Tracy- 
Locke — Tracy-Locke/BBDO, Dallas, 
believes direct marketing can be integrated 
with mass marketing to create better target- 
ing and greater efficiency. June 60. 


SS Spring Special 
FS Fall Special 
AWSI As We See It 
ATSI As They See It 
Q Quotes 

MB Mailbag 

NM_ Newsmakers 
NIM_ New in Media 
HW Homework 

UD Update 

PB Print Beat 

BB Broadcast Beat 
FU Futures 

VUPT Viewpoint 
MED Mediology 
DC D.C. 











Media in 84% of agency final pitches 
— Survey by Joel Kushins, Bozell & 
Jacobs, shows how deeply involved media 
departments are in new-business presenta- 
tions. June 72. 

Management myopia — It’s a shame ad 
agencies are so short-sighted about devel- 
oping and training new media people 
(AWSID). July 171. 





AGENCY, ADVERTISER AND 
MEDIA PEOPLE 





Joe Ostrow, Mediaperson of the Year 
— Y&R’s media chief honored at annual 
Marketing and Media Week luncheon. Jan. 
64. 

What media people should know 
about marketing —- Good media people 
should have a working knowledge of other 
areas of an agency’s function (ATSI) Jan. 
96. 

Iacocca’s comeback formula 
—Government-encouraged high interest 
rates have built a wall around pent-up de- 
mand for new, fuel efficient cars: He pro- 
poses a two-step remedy for a sick U.S. 
economy. Jan. 112. 

A creative look at media — Frankie 
Cadwell, pres. of Cadwell Davis Savage, is 
aware of the opportunities of applying 


creative judgment to the media side of her 
business. Feb. 70. 

Business press salesmen: How well do 
you know them? — ABP comes up with a 
picture of career-oriented, well-paid pro- 
fessionals. May 72. 

Women media buyers are leaving 
agency life for the greener fields of sales 
(BB). Feb. 172. 

Agency cable specialists — the new 
media mixers — A look behind the scenes 
at several agencies to see how they are 
gearing up for cable tv. Mar. 59. 

Marshcalk’s in-house brand manager 
— Art Wilen presides over a growing staff 
that measures media results against market- 
ing criteria. Mar. 70. 

Produce new products or risk dismis- 
sal — Chief demand on marketing men in 
the "80s will be creating new products. 
Apr. 34. 

Why so few women at the top? 
—Views of some of the few women who 
have climbed to the top rung as CEO’s in 
advertising agencies. Apr. 70. 

Paul Chook’s tip-on technique — Paul 
Chook (Ziff Corp.) believes he has par- 
tially answered a way to get at the truth 
about special-interest magazines. Apr. 78. 

Management myopia — It’s a shame 
that a great many ad agencies are short- 
sighted about developing and holding new 
media people (AWSI). July 171. 

Ben Bodec — A tribute to the late Ben 
Bodec by Norman Glenn. Aug. 68. 

The Annenbergs: salvaging of a 
dynasty — Review of biography of the 
Annenbergs. Sept. 51. 

Lou Hagopian’s ‘‘letter to the 
editors’’ — How newspapers can improve 
their standing with national advertisers and 
agencies. Sept. 160. 

Business may be off but salaries are up 
— Simmy Sussman finds the tight 
economy is pushing people costs to a new 
high. Oct. 64. 

The world according to Ted — A front 
row perspective of media maverick Ted 
Turner and his plans to turn his cable oper- 
ation into a sports programing Goliath. 
Oct. 74. 

Learn what your media planner does 
— Operating mostly behind the scenes, it 
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behooves a client to get better acquainted. 
Oct. 90. 

Allen Neuharth: The guru of Gannett 
—-Gannett chairman and president talks 
about his organization’s multi-media inter- 
ests including USA Today and KRON-TV. 
Nov. 64. 


“As they see it” columns 
on agri-media by: 


Tom Tiedemann — Coming media 
revolution in the farm market — Unique 
role of farm magazines will ensure their 
continuation, one way or another, in the 
growing area of electronic media. Jan. 79. 

Karalee Arrigo — A newcomer’s ob- 
servation — Advertisers and agencies must 
make it known that a new Doane study is 
needed and will be used. Feb. 101. 

Mel Dolinky — Clutter can kill your 
clout — Two-season agri ad schedules 
have created a high level of confusion — 
try for continuity. Mar. 104. 

Susan Harrison — This is a test — 
How to implement a spending level test to 
assure accountability. Apr. 91. 

Tom Tiedemann — Putting Starch in 
farm media — Starch/INRA Hooper an- 
nounces new syndicated study of farm 
publication audience. May 92. 

Mel Dolinky — Is enough, enough, or 
too much — Because the number of re- 
search efforts involving farmers, they 
might be suffering from ‘‘research burn- 
cut.”’ July 180. 

Alan Reiss — Myths of Agricultural tv 
advertising — Selling tv to farm advertisers 
requires understanding of concerns that 
underlie the basic needs. Sept. 85. 

Susan Harrison — Learn what your 
media planner does. Oct. 90. 

Mel Dolinky — The ag media market 
expands — And the audience fragments. 
Nov. 96. 





BUSINESS PUBLICATIONS 





Squeeze on Federal ad budgets —How 
Conrail is using business publications in its 
accelerated ad program. Jan. 135. 

Their golf game is head-on-head ad- 
vertising — Both Spalding and Acushnet 
rely on network tv coverage of tournaments 
and consumer golf magazines plus the 
business books for pros and pro shops. Jan. 
66. 

Marste'ler’s Christian asks for further 
extension of comparibility data (PB). Jan. 
131. 

Business press salesmen: How well do 
you know them? — American Business 
Press survey comes up with a picture of 
career-oriented, well-paid professionals. 
Feb. 72. 

The battle for visibility — Trade publi- 


152 


cations build demand for lens-care so- 
lutions and starter kits for beginning con- 
tact lens wearers. Apr. 72. 

Boeing target: Everyone who travels 
+ 3,000 airline execs — Prime target is 
the airline executive, using aviation trade 
journals, but bulk of ad money goes to in- 
fluence traveling public. May 72. 

BPA’s pass-along audit — Business 
Publications Audit has added an audit of 
pass-along circulation (FU). July 26. 

A pool maker goes solid state — How 
Coleco industries fit business publications 
into the advertising of video games. Sept. 
153. 

Rate setting for magazines — James B. 
Kobak explains how consumer magazines 
and business publications set their rates. FS 
41. 

Economics of magazine circulation 
—Circulation costs are a factor in setting 
rates. FS 57. 


“As they see it” columns 
on business publications by: 


Karalee Arrigo — Is there life after 
spreads, four color/ bleed? — Consumer 
techniques, when applied properly, can 
work extremely well in business publica- 
tions. Jan. 80. 

Henry Platek — Is ABP splitting hairs? 
— When choosing your publication list, 
the factor of the owner (independent) or 
owning organization (association) is an in- 
significant matter. Feb. 94. 

Michael A. Walsh — Today’s represen- 
tative — Definite differences exist between 
today’s reps and those of ten years ago. 
Mar. 116. 

Gene Thompson — Business media can 
be fun — Technology now exists to put 
business publication planning on a level 
with consumer media. Apr. 98. 

Karalee Arrigo — Basic truths about 
trade books are the key — A wrapu> of the 
why and wherefores of using business pub- 
lications. May 110. 

Mike Hedge — A journey into trade 
planning — A look into the problems of 
planning business publication media. June 
94. 

Michael A. Walsh — Business publica- 
tions breakthrough — Chilton has devel- 
oped a program which reportedly will re- 
sult in total audience figures for publica- 
tions. July 178. 

Gene Thompson — Packagers sell ex- 
citement: challenge conventional market 
evaluation — How to deal with the pack- 
ager, or with any proposal that has more 
excitement than substance. Aug. 87. 

Karalee Arrigo — Another shot at *Ad- 
vertising in a Recession’ — Areas to look 
into when planning advertising during a re- 


Brand reports 
and special features 


Following, with single-word ref- 
erences, are the issue and page 
locations of the brand reports 
and special round-up features. 
Top 200 Brands — July 59 
Newspaper ad leaders — June 151 


Air travel — Mar. 153 
Auto aftermarket — Dec. 109 
Automobiles — June 131 


Beer — May 141 

Blockbusters: tv May 117, mags June 
66, newspaper, preprints July 52 

Business to business — Sept. 171 


Cable Scorecards — July 39, Nov. 127 
Cameras — Apr. 141 

Candy — Sept. 64 

Car radios (stereos) — Mar. 74 
Cigarettes — Nov. 151 

City and state magazines — Mar. 175 
Contact lens — Apr. 72 

Cosmetics — Feb. 125 


Fast foods — Aug. 111 
Generic products — Feb. 59 


Hair care products — Sept. 181 
Hosiery — Jan. 115 


In-house agencies — June 57 


Kelly, Stephen E., awards — Mar. 76 
Kerosene heaters — Sept. 74 


Lingerie — Jan. 115 

Magazine blockbusters — June 66 
Newspaper preprints — July 52 
Out-of-home media —- Oct. 72 


Radar detectors — Oct. 82 
Salaries — Oct. 64 

Seafood — Mar. 68 

Singles market — Dec. 70 
Smoke detectors — Sept. 132 
Soft drinks — Oct. 139 

Sports — Dec. 55 

Steel — Dec. 64 

Suburban newspapers — Jan. 121 
Time banking — May 59 

Tv specials — May 117 

Wall Street analysts — Aug. 51 
Women ad leaders — Apr. 70 
Women’s magazines —- Oct. 59 


* * 


Growth markets 

Tampa Bay — Feb. 143 
Dallas-Fort Worth — Apr. 157 
San Diego — June 175 
Cincinnati — Aug. 125 
Orlando — Oct. 163 

Nashville — Dec. 125 
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cession. Sept. 101. 

Marie Kachinski — Better targeting 
begins at home — The need for reliable 
readership information is ever present. Oct. 
92. 





CABLE TELEVISION 





(Feature articles only — see subject 
index for lesser items) 

Clearing the air on cable — Guest 
editor Larry Lamattino says that narrow- 
casting on cable can’t happen until the 
number of channels grows dramatically. 
Feb. 62. 

The top 200 brands plug into cable tv 
— Scorecard showing cable advertising 
activity among top advertisers and top 
agencies. Feb. 76. 

Agency cable specialists: The new 
media mixers — A look behind the scenes 
at several agencies to see who is handling 
cable, how it is being done and why. Mar. 
59. Retort (MB) June 28. 

Nielsens’s report on consumers and 
viewers of pay cable homes — A focus on 
the pay-cable universe and its effect on 
network tv viewing. Mar. 113. 

BAR says four cable nets had $31 mil- 
lion first quarter (CS). June 32. 

TV research balancing act: Coming to 
grips with cable — Nielsen and Arbitron 
are scrambling to achieve a tricky balance. 
June 64. 

Home shopping shows: Is anyone buy- 
ing? — Advertisers are experimenting ‘vith 
cable tv shop-at-home shows, but media 
people say viewer demand remains un- 
proven. June 70. 

Will ads turn cable into a tv clone? 
—The economics of narrowcasting have 
kept cable from fulfilling the promise of 
being an alternative to traditional network 
programing (Scorecard of services avail- 
able). July 39. 

Pressuring cable for the numbers 
—Selling cable through unsubstantiated 
enticements is giving way to the traditional 
CPM efficiencies. Aug. 56. 

The fine art of cable costing — The 
client has to have some idea of what they 
are buying but many still look on cable as 
experimental and don’t worry about the 
bottom line. FS 119. 

Advertisers’ guide to cable programs 
— Analyses of commercial program offer- 
ings, ‘ncluding a program schedule by day- 
parts. Nov. 127. 

Cablescan, a report on trends and news 
events, appears in every issue. 


“As they see it’”’ columns 
on cable tv by: 


Sy Goldis — Cable accountability, new 
definitions — Lacking audience research, 


here are some ideas about measurement. 
Jan. 88. 

Beverly O’Malley — A line on the 
flowchart — Solid planning of cable means 
that the why, who, where, when and how 
have to be evaluated. Feb. 82. 

Ned Gelband — Cable tv generated 
conversation, not bucks. Mar. 122. 

Sy Goidis — Opportunities in cable for 
town hall approach — Using available ma- 
terial , advertisers can make “‘local capital’’ 
using cable tv. May 93. 

Sy Goldis — Opportunities in cable for 
town hall approach — A corrected version 
on above. June 104. 

Beverly O’Malley — An innocent re- 
search project — Cable and non-cable 
viewing in two ADI’s does not seem to be 
fitting the traditional mold. Results of a 
modest test. July 175. 

Ned Gelband — New services test the 
buy'ng community — Greater scrutiny in 
the media buying process could well create 
a windfall for the cable industry. Aug. 82. 

Beverly O’Malley — Sleuthing pay 


cable viewers in primetime — Nielsen- 
based facts on effect of pay cable on 
primetime. Sept. 192. 

Watson S. **Jay’’ James — Zapping 
overrated in cable — SRI data do not sup- 
port New York Times conclusions. Oct. 
91. 

Richard Sangerman — Pro and cons of 
P.I. — A brief explanation of what is in- 
volved with use of **per inquiry’’ advertis- 
ing on cable. Nov. 103. 

Beverly O’ Malley — The hardware and 
the software of cable demographics. Pay- 
cable advantages can be overcome by 
selective program buying. Dec. 89. 





GOVERNMENT REGULATION 





VCR copyright case (DC). Jan. 36. 

Cigarette warning (DC). Jan. 36. 

lacocea’s comeback case — Lee la- 
cocca’s speech criticizing the Federal gov- 
ernment’s continuing tight-money policy. 
Jan. 112. 

FTC’s Miller clarifies ad substantia- 





Advertising Research Foundation — June 76 

AFSCME — Nov. 76 

American Federation of State, County and 
Municipal Employees — Nov. 76 

Anheuser-Busch — SS 21 

Apple Computer — SS 77 

Atari — SS 133, Apr 32 (FU), Sept. 154 

AT&T — Jan. 56 


Baileys Irish Cream — Aug. 60 
BBDO Direct — July 42 
BELtronics — Oct. 116 

Boeing Airplane — May 72 
BRK Electronics — Sept. 132 


Camel — SS 173 

Cadwell Davis Savage — Feb. 70 

Chrysler Corp. — Mar. 62 

Cincinnati Microwave — Oct. 114 
Coca-Cola USA — Sept. 59 

Coleco Industries — Sept. 68 

Continental Consumer Products — Sept. 135 
Conrail — Jan. 135 


Davey Tree Expert Co. — Sept. 72 
Electrolert, Inc. — Oct. 62 


Federal Express — May 62 
Fox Marketing — Oct. 116 
Fyrenetics — Sept. 136 


Gannett Co. — Nov. 64 

Garneau, Joseph, Co. — Jan. 60 
General Cinema (Sunkist) — SS 149 
General Electric Credit — Mar. 72 


Haggar Co. — June 68 

Hawaiian Tourism — Jan. 68 
Hemsley & Harly Hotels — Oct. 70 
Hershey — Sept. 64 

Honda Motor Co. — SS 51 

Hyatt Hotels — Oct. 70 


Jameson Home Products — Sept. 136 
Jeno’s Pizza — July 50 

Mary Kay Cosmetics — Dec. 58 
Kellogg Co. — May 64 





Advertiser/agency case histories 


Kero-Sun — Sept. 74 


Lean Cuisine — SS 157 
Levi Strauss — SS 33 


Mac Neil Consumer Products (Tylenol) — SS 167 
Matex International — Nov. 68 
Mattell — Sept. 154 

McDonald's — SS 111 

MCI — Apr. 66 

Mediamark Research Inst. — Nov. 74 
Merrill Lynch — SS 99 

Minnetonka (Softsoap) — SS 123 
M&M/Mars — Sept. 64 

Mobil Oil Co. — SS 87 

MRI — Nov. 74 


NAAN — May 68 

National Advertising Agency Network (NAAN) — 
May 68 

Neiman-Marcus — July 44 

New York State Travel — SS 189 


Peugot Motors — July 48 
Product Management Systems — Sept. 136 


Radio Shack — SS 69 
R. J. Reynolds Tobacco — SS 173 


Sears, Roebuck — Sept. 156 

Seven-Up Co. — May 51 

Simmons Market Research Bureau — Oct. 182 
SMRB — Oct. 182 

Softsoap — SS 123 

Stouffer's (Lean Cuisine) — SS 157 

Sunkist — SS 149 


Tech Hifi — May 76 

J. W. Thompson — Apr. 18 (Marie Luisi), 22, 62, 
May 59, June 18 

3M National Advertising Co. — May 104 

Timex Corp. — Nov. 59 

Totino Pizza — July 50 

Tracy-Locke (BBDO/Dallas) — June 60 

Turner Broadcasting — Oct. 74 

Tylenol — SS 167 


Video Storyboard Tests — Nov. 70 











tion views (DC). Jan. 119. 

Squeeze on Federal ad budgets — In a 
search for better targeted media, govern- 
ment ad managers are exploring all forms 
of iaedia. Jan. 62. 

Reagan had a good start, but it is not 
enough — 1981 was a year of change in 
regulatory policy (DC). Feb. 54. 

Supreme Court invalidates lawyer ad 
restrictions (DC). Mar. 55. 

Public tv stations experiment with ads 
(DC). Mar. 55. 

P.O. wallops non-profit magazines 
—100% increase in second-class mailing 
costs are charged because of cuts in Federal 
subsidies. Apr. 68. 

House committee votes tv copyright 
controls (DC). May 32. 

FCC rejects NCPAC’s right of access 
for second time (DC}. May 34. 

Ad groups back Miller on FTC power 
reforms (DC). June 46. 

ACT sues FCC to force children’s tv 
ruling — Action for Children’s Television 
has brought suit to force tv stations to offer 
children’s programs (DC). July 32. 

Participant’s view of LEAP — three 
years later — Loaned Executives Assign- 
ment Program assignees assess the value of 
ad professionals working along with the 
regulatory agencies (DC). Aug. 42. 

Supreme Court cable ruling could in- 
crease cable costs — Ruling permits land- 
lords to negotiate with cable systems to 
wire their buildings (DC). Aug. 44. 

Cable copyright bill sailing through 
House (DC). Nov. 46. 





MAGAZINES 





Squeeze on Federal ad budgets —How 
various Federal agencies use magazines in 
their advertising efforts. Jan. 62. 

Their golf game is head-on-head ad- 
vertising — Both Spalding and Acushnet 
rely on network tv coverage of tournaments 
and consumer golf magazines plus the 
business books for pros and pro shops. Jan. 
66. 

Cooperative advertising, Hawaiian 
style — Major national magazines plus 
major newspapers in New York City form 
backbone of campaign. All media tie in 
with merchandising promotion. Jan. 68. 

The evolving media scene for the 
1980’s — Some predictions as to what 
might happen to magazines (Med) Jan. 76. 

City and regional magazines reach 
high-income audience — City and Re- 
gional Magazine Assn. study (HW). Feb. 
42. 

Video publishing explorers — Top 
magazine publishers are experimenting 
with translations of their editorial product 
into cable. Feb. 68. 

Dear publisher: help! — Magazine reps 
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should have evidence that their book is 
number one with the target audience 
(VuPt). Feb. 166. 

Magazine advertisers ask: Is the num- 
bers game fading away? — Many large 
magazine advertisers are relying on judg- 
ment in evaluating magazines. Mar. 66. 

Car stereo marketers turn to a la car 
sales — Special and general interest mag- 
azines, spot radio and tv appear on the 
media schedules of the American makers of 
car stereo sets. Mar. 74. 

The top 26 campaigns — First annual 
Stephen E. Kelly Magazine awards. Mar. 
76. 

City and state magazines — Local 
magazines have grown tremendously in 
editorial stature and advertising value. 
Mar. 175. 

P. O. wallops non-profit magazines 
—100% increase in second-class mailing 
costs are charged because of cuts in Federal 
subsidies. Apr. 68. 





Previous indices 


Following are dates for indices of 
earlier years’ editorial material: 


1981 February 1982 
1980 February 1981 
1979 May 1980 
1977-78 March 1979 
1976 April 1977 
1975 February 1976 
1974 May 1975 
1973 May 1974 
1972 April 1973 
1971 March 1972 
1970 February 1971 
1969 March 1970 
1968 January 1969 











The battle for visability — Magazines 
and spot radio play big part in effort of Soft 
Lens, Inc., to reach target audience. Apr. 
72. 

Next step in audience measurement 
research: Paul Choeok’s tip-on tech- 
nique. A way to get at the truth about 
special-interest magazines. Apr. 78. 

Ford projecting a new, diverse image 
in print — Corporate advertising depart- 
ment’s new campaign uses newspapers and 
magazines (NIM). May 35. 

Daring to be different — Kellogg Co., 
introducing Nutri-Grain, departed from its 
usual magazine schedule in attempt to 
reach the younger adult market. May 64. 

Boeing target: Everyone who travels 
+ 3,000 airline execs — The need for an 
upscale consumer audience led to buying in 
tv sports and upscale magazines. May 72. 

How service magazines might serve 
themselves — A look into the implications 
of the co-op ad effort of the ‘‘seven sis- 
ters.’ (ATSI). May 82. 

Magazines have a bright future 


—Kent Rhodes, MPA (HW). June 40. 

Magazine blockbusters — Magazine 
advertisers concentrate ad dollars for 
maximum impact through multi-page units, 
as a counter effort to tv specials. June 66. 

Magazines give APX a re-run 
—MPA’s survey by Audits and Surveys 
shows that the average magazine page re- 
ceived 1.7 exposures per reader (PB). June 
187. 

Retailing’s high fashion master —Why 
and how Neiman-Marcus goes into maga- 
zines. July 44. 

Sky’s the limit for Baileys Irish Cream 
— Magazines play important part in ag- 
gressive campaign. Aug. 60. 

Regional magazines gain national im- 
pact — Medium garners more national ad- 
vertiser interest with improved quality and 
target opportunities. Aug. 64. 

Henry Schmid’s new target marketing 
toy — How Davey Tree applied PRIZM to 
market and magazine selection. Sept. 72. 

Women’s editors view their ‘‘implo- 
sion’’ — The market for women’s maga- 
zines is exploding inward as women are 
reading more kinds of magazines and seek- 
ing information about more subjects. Oct. 
59. 

SMRB: fewer readers per copy — The 
1982 Study of Media and Markets reports 
lower rpc figures; pass-along audiences 
vary from 2x to 9x original recipients. Oct. 
182. 

Rate setting for magazines — James B. 
Kobak explains how magazines set their 
rates. FS 41. 

Timex keeps on tickin’ — Television, 
Timex’s prime medium, is giving some 
way to print in magazines and supplements 
to permit it to display its fashion mode. 
Nov. 59. 

Advertiser-sponsored magazines: cus- 
tom designed targeting — Controlled 
editorial environment and audience are 
benefits. Nov. 66. 

1982 MRI: larger audiences than 
SMRB — Higher magazine audience 
counts are result of difference in methodol- 
ogy. Nov. 74. 

Rate cutting called insult to marketers 
(NIM). Dec. 36. 

How media recruits the sports fans — 
How sports magazines relate to sports and 
audiences. Dec. 57. 


“As they see it” columns 
on magazines by: 


Sheldon Taule — Questioning pass- 
along’s value — Suggestions of techniques 
to measure pass-along audience in less than 
an arbitary manner. Jan. 94. 

Roger C. Bumstead — The day I be- 
came publisher of ‘*Wow’’ magazine — 
Reflections on what it might be like to be a 
publisher (a dream). Mar. 130. 
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Marcella Rosen — Rethinking an old 
medium — Mass magazines are now fight- 
ing back as a strong and viable media alter- 
native. Apr. 95. 

Joel Fisher — Compton's view of mag- 
azines — Part one: How healthy — A look 
at the past and a peek at the future. May 
102. 

Joel Fisher — Compton’s view of mag- 
azines Part two — A review of the 
strengths of the medium. June 96. 

Madeline Nagel — Bigger than a bread- 
box — Supplements: They have their prob- 
lems but also attributes that decision mak- 
ers should consider when setting up a plan. 
July 172. 

David C. Lehmkuhl — The invalid 
world of cost per thousand — Unfortu- 
nately for the heavy user of cpm, major 
flaws are evident in their use. Aug. 92. 

Joel Fisher — Compton's view of mag- 
azines — Part three — Other magazine 
strengths. Sept. 94. 

Roger C. Bumstead — An overview 
from Terminal Tower — Greater Cleveland 
is a vibrant ad market but needs more 
media presence. Nov. 92. 

John Meskil — Taking a hard look be- 
yond the numbers — Letting the computer 
do the buying is not good enough today; 
ways to make dollars work harder. Dec. 
83. 





MARKETING 





Ma Bell’s dramatic new look — Ad- 
vertising will explain major changes in the 
offing as AT&T undergoes deregulation. 
Jan. 56. 

Garneau’s magic for brand building 
— Wine maker’s success is built on long- 
term strategy. Jan. 60. 

The squeeze on U.S. ad spending —Ad 
budgets for Federal agencies are holding 
steady and not keeping up with inflation. 
Jan. 62. 

Their golf game is head-on-head ad- 
vertising — Leading golf ball marketers, 
Spalding and Acushnet, are holding steady 
shares with almost no growth. Jan. 66. 

Cooperative advertising, Hawiian 
style — To counteract a flagging tourism 
industry, the state launched a $6 million 
co-op campaign. Jan. 68. 

What do women look for in a car? 
—Conde Nast study shows that women 
have different attitudes than men. (HW) 
Feb. 42. 

The generics threat — While shares 
might be increasing, marketers don’t know 
if generics are a threat to national brands or 
just another form of low-price labels. Feb. 
59. 

Seafood chains grow in a floundering 
market — Seafood chains are spending 
more than $50 million in spot tv, radio and 


print to capitalize on trend to eating sea- 
food. Mar. 68. 

Car stereo marketers turn to a la car 
sales — Special- and general-interest mag- 
azines, spot radio and tv appear on the 
media schedule of the American makers of 
car stereo sets. Mar. 74. 

The basic nature of advertising — A 
defense of the way advertising works 
(ATSI) Mar. 100. 

Four who dared — When it comes to 
Starring in their own ads, some executives 
are natural actors and others painfully shy. 
Apr. 64. 

AT&T competition — MCI — Long 
distance .ong shot — How MCI, primarily 
through tv and direct mail, is making in- 
roads into AT&T’s monopoly of long- 
distance dialing. Apr. 66. 

Who'll buy a drink in a box? Beverage 
marketers can realize a substantial saving 
with the use of aseptic packaging (paper 
bottles). Apr. 74. 

Whose recession — Review of available 
research proving fallacy of cutting advertis- 
ing in a down economy (AWSI). Apr. 82. 

Daring to be different — Kellogg Co. 
departs from usual introduction pattern to 
introduce Nutri Grain cereal. May 64. 

Can a small chain lick the Tandy 
giant? — Tech Hifi, out of New England, 
is taking on Tandy’s Radio Shack. May 76. 

A&W tries to corner the root beer 
market — Makes bid to sew up the com- 
petition with an ambitious ad program 
(UD). June 30. 

Believe it or not, a washable suit 
—Haggar’s marketing plan and $8 million 
in advertising helped sell over a million of 
their suits. June 68. 

15 top marketing successes of 1981 
—Case histories of the strategy behind the 
success of these companies. SS (Spring 
Special) Total issue. 

Peugot’s newspaper relaunch 
—French automaker goes after upscale end 
of market with newspaper ad campaign. 
July 48. 

Frozen pizza war is heating up 
—Pillsbury’s Totino is pitting a regional 
media strategy against Jeno’s national 
campaign. July 50. 

Sky’s the limit for Baileys Irish Cream 
— Liquor’s success is based on media ad- 
vertising, word-of-mouth and an aggres- 
sive sampling plan through importer Pad- 
dington. Aug. 60. 

High hopes for a low-cal namesake 
—With diet Coke, Coca-Cola USA is mak- 
ing its first effort to extend brand franch- 
ises. Sept. 59. 

Chocolate marketers fatten sales with 
bigger bars — To fight slumping sales, 
makers are beefing-up their bars and fine- 
tuning their marketing. Sept. 64. 

A pool maker goes solid state — Col- 


eco Industries, of swimming pool fame, is 
using an ambitious media plan to promote 
video games. Sept. 68. 

Henry Schmid’s new marketing toy 
—Davey Tree Expert Co. finds unique uses 
for PRIZM. Sept. 72. 

Home heating’s kerosene evangelist 
—Kero-Sun, the country’s largest dis- 
tributor of portable kerosene heaters, is 
doubling its media outlays. Sept. 74. 

Missed opportunity: Women’s market 
for big ticket items — Rena Bartos reports 
that marketers’ perception of the women’s 
market for big ticket items lags behind op- 
portunity. Sept. 76. 

Where there’s smoke there’s a mar- 
keter — Smoke detectors represent 94% of 
the $110 million home safety industry but 
marketers are finding growth with other re- 
lated items. Sept. 132. 

For Sears shoppers, new bag of money 
items — How Sears, Roebuck is test mar- 
keting its new trio of financial services. 
Sept. 156. 

Piense En Espanol! (Think Spanish) 
— Guest editors Alicia and Rafael Conill 
say that zero-based marketing/copy/media 
plans must be created from ground up. Oct. 
66. 

Leona Helmsley’s personal touch 
—She credits hotel chain’s success to her 
personal touch. Oct. 70. 

Timex keeps on tickin’ — Guest editor 
Paul Kulavis, Timex Corp., outlines 
emergence of company into a diversified 
technological titan. Nov. 59. 

A red mustache makes millions 
—Animation and aggressive marketing 
turned Matex International into the world’s 
largest rustproofing company. Nov. 68. 

Why union became tough advertiser 
— To increase awareness and erase mis- 
conceptions. AFSCME. Nov. 76. 

How media recruits the sports fans 
—Report highlights multitude of sports 
media available and how advertisers are 
using them. Dec. 55. 

The beauty of being Mary Kay —Mary 
Kay Cosmetics is adding tv to its marketing 
kit. Dec. 58. 

Big Steel’s media blues — Hard hit by 
auto slump and foreign competition, steel 
producers are forced to cut ad efforts. Dec. 
64. 

Singles boom now . . . but bust later 
— 34% of adult market, singles offer mar- 
keting challenge because of media habits 
and income. Fuiure predicts big change to 
togetherness. Dec. 70. 


Brand reports 

Hosiery & Lingerie — Jan. 115 
Cosmetics — Feb. 125 

Air Travel — Mar. 153 
Cameras — Apr. 141 

Beer — May 141 





Subject-product index 

Ad agency mergers — May 68 

Ad agency profits — May 136 (VuPt) 

Ad department organization — May 56 

Ad hoc networks — Feb 100 (ATS!) 

Ad volume estimates — Coen Feb 36, Magazines 
Mar. 17 (PB), PoP May 176 (FU), Cable June 32 
(CS), Aug. 36 (CS), 51, Direct marketing Aug. 28 
(UD) 

Advertiser-owned programing — July 193, Sept. 40 
(CS) 

Advertiser sponsored magazines — Nov. 66 

Advertising and society — see Social values: main 
index 

Advocacy advertising — May 32 (DC), 34, SS 87, 
Nov. 76, Dec. 64 

Aerial advertising — Apr. 88 (ATS!) 

Air freight — May 62 

Airline advertising — Mar. 153, Sept. 76, Nov. 51 
(UD) 

Airplanes — May 72 

Aseptic packaging — Apr. 74, Aug. 28 (UD), Nov. 
50 (UD) 

Audience measurement (cable — see Cable 

Audience measurement (other broadcast) — Feb. 
170 (BB), Mar. 50 (UD), Apr. 136, 199 (BB), Oct. 
4 (MB), Nov. 100 (ATS!) 

Audience measurement (print) —- Feb. 140, Mar. 
30 (MB), 66, Apr. 78, May 164 (PB), June 188 
(PB), Oct. 182, Nov. 74, 80 (AWS!) 

Audience measurement -— Mar. 96 (AWSI), 110 
(ATSI), May 50 (Q) 

Audience, seasonal trends — FS 141 

Autos — Jan. 112, Feb. 42 (HW), 44 (UD), Mar. 62, 
Apr. 40 (UD), May 35 (NIM), June 42 (NIM), 131, 
SS 51, July 48, Sept. 76, 147 (VuPt), Oct. 135 
(FU), Dec. 44 (FU), 46 (FU) 

Auto aftermarket — Dec. 109 

Awards — Jan. 64, Mar. 50, 76, Apr. 76, Oct. 38 


Bank advertising — see Financial advertising 

Barter — Apr. 24 (NM) 

Beer — Feb. 28 (FU), May 141, SS 21, Dec. 40 (UD) 

Big-ticket items — May 72, Sept. 76 

Billboards, inflatable — Jan. 40 (FU) 

Boycott — Apr. 199 (BB), June 28 (MB), Dec. 52 (Q) 

Blockbusters — see Specials 

Brain research — Aug. 34 (FU) 

Brand personality — June 30 (UD) 

Budgets — Jan. 53, 62, Feb. 36, 80, May 134, Aug. 
51, FS 131 


Cable, advertisers on —Jan. 44 (CS), 62, Feb. 62, 
76, Mar. 122 (ATSI), June 36 (CS), 70, Sept. 40 
(CS), 44 (CS), Oct. 32 (CS), 40 (CS), Nov. 32 
(CS), 36 (CS), Dec. 28 (CS) 

Cable, agency organization — Mar. 59, June 28 
NB) 


Cable, alpha keys — Nov. 130, Dec. 88 

Cable, audience measurement — Jan. 50 (CS), 88 
(ATS!), Feb. 50, 80 (ATSI), Mar. 113 (ATSI), Apr. 
100 (ATSI), 199 (BB), June 52 (FU), 64, July 175, 
Aug. 56, Sept. 192 (ATSI), Dec. 32 (CS) 

Cable, buying costs — Feb. 46 (CS), 80 (ATSI), 82 
(ATS!), May 26 (CS), June 32 (CS), FS 119, 120 
(WT) 

Cable, growth — Jan. 97 (UD), May 26 (CS), June 
32 (CS), Aug. 36 (CS), Dec. 32 (CS) 

Cable government regulations — May 32 (DC), 
Aug. 44 (DC), Sept. 30 (DC), 36 (DC), Nov. 48 
(DC) 

Cable, magazine guides — Oct. 42 (NIM) 

Cable and other media — Feb. 40 (NIM) 62, June 
46 (DC), Aug. 20 (NM), 74 (ATSI), 154 (FU), Sept. 
82 (ATSI), 112 (ATSI), 192 (ATSI), Nov. 50, (UD), 
Dec. 148 (BB) 

Cable, pay — see Pay-for-view tv 

Cable, programing — Jan. 44 (CS), Feb. 68, Mar. 
51 (CS), 56 (Q), Apr. 35 (CS), 36 (CS), July 34 
(CS), 39, Sept. 40 (CS), Nov. 26 (FU), 127 
(scorecard), 56 (NIM) 
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Cable, shop-at-home — June 70, Aug. 34 (FU), 
rot. 44 (CS), Nov. 30 (FU) 

Cabie, technology — Jan. 79 (ATSI), Feb. 50 (Q), 
62, June 52 (FU), Aug. 44 (CS) 

Cameras — Jan. 42 (FU), Apr. 141, Sept. 30 (UD), 
Oct. 34 (CS) 

Canadian media — Dec. 66 

Candy — Sept. 64, Oct. 38 (UD) 

Car radios (stereos) — Mar. 74 

Car pools — July 36 (UD) 

Censorship — Mar. 52 (DC), Apr. 24 

Cereals — May 64 

Chain stores — SS 69 

Children and tv — Mar. 52 (DC), June 18 (BB), 28 
(MB), July 32 (DC), Sept. 32 (UD), 36 (DC) 

China, Republic of — Oct. 94 (ATS!) 

Cigarettes —Jan. 36 (DC), Feb. 132 (UD), SS 173 
Sept. 30 (UD), Nov. 151 

Cinema spots — FS 94 

City, state, regional magazines — Feb. 42 (HW), 
Mar. 175, Aug. 64 

Clothing — June 68, SS 33 

Code (NAB) — Aug. 146 (BB), Sept. 66, Dec. 18 
(BB) 

Clutter — Mar. 104, Sept. 88 

College market — Oct. 46 (HW), Nov. 26 (FU) 

Commercial length — May 172 (BB) 

Commercial wearout — Apr. 40 (UD) 

Commercials, cost of — FS 93, 100, 114 

Community advertising — May 93 (ATS!) 

Company magazines — Nov. 66 

Computers, micro — Feb. 64 

Computers, personal — Feb. 132 (UD), Apr. 108 
(HW), SS 77, Nov. 50 (UD) 

Consumer attitudes — May 74, Oct. 36 (UD) 

Consumer electronics — Mar. 40 (FU), Sept. 54 
(FU) 

Consumer information movement — Sept. 54 (FU), 
80 (AWS!) 

Contact lens — Apr. 72 

Continuity, need for — Mar. 104 (ATS), Apr. 82 
(AWSI), Sept. 101 (ATS!) 

Co-operative advertising (group) — Jan. 68; (50- 
50) — Sept. 32 (UD), Dec. 74 (AWS!) 

Copy testing — Feb. 32 (FU), Oct. 38 (UD) 

Copyright — Jan. 36 (DC), May 32 (DC), Nov. 46 
— cable (DC) 

Corporate advertising — Mar. 72, Apr. 52 (DC), 
May 34, 98, SS 87, Sept. 46 (NIM), Dec. 64 

Cosmetics — Feb. 125, Dec. 58 

Cost-per-thousand — (death knell) Jan. 40 (FU), 
Aug. 92 (ATSI), 150 (CS) 

Coupons — Feb. 44 (UD), May 64, Aug. 32 (UD), 
Oct. 40 (UD), Dec. 42 (UD) 

Cuba (radio) Oct. 14 (DC), Dec. 50 (DC) 

N.Y. Daily News — Jan. 17 (PB) 


David vs. Goliath — May 76, Sept. 153 

Department stores — July 44 

Deregulation — Nov. 46 (DC) 

Direct broadcasting — Aug. 44 (DC), Nov. 26 (FU) 

Direct mail — Jan. 62, Apr. 66, 68, June 60, July 
206, Nov. 66 

Direct marketing — May 48, June 60, July 42, Aug. 
28 (UD), 32 (UD), Dec. 44 (FU), 58 

Doane Media Measurement — Feb. 101, Apr. 135 

Double liability (agencies) — Nov. 44 (Q) 

Drugs — SS 167 


Eating habits — Dec. 46 (FU) 

Economics of advertising — Mar. 100 (ATSI) 
Electronic publishing — Feb. 18 (BB), 28 (FU), 50 
(Q), 68, Mar. 46 (UD), May 70, June 50, 52 (FU), 
Aug. 34 (FU), Sept. 30 (UD), 54 (FU), Oct. 38 

(UD), 40 (UD), 42 (NIM), 50 (FU), Nov. 30 (FU), 
Dec. 32 (CS) 
Elite marketing — June 31 (UD) 


Fans, ceiling — Mar. 40 (FU) 

Farm market — Apr. 135 (MB) 

Fast-foods — Jan. 34 (UD), Mar. 68, Apr. 44 (UD), 
SS 111, Aug. 111 


Financial advertising — Jan. 86 (ATSI), Mar. 72, 


SS 99, Sept. 75, 156 


Fixed-size ads (SAU) — see Standard Ad Units 
Forgetting factor -— July 174 
Frequency — Sept. 166, Oct. 82 (ATS!), Nov. 82 


(ATS!) 


FTC — Jan. 36 (DC), 119 (DC), June 46 (DC) July 32 


(DC) 
Frozen foods — SS 157, July 50 


Gasoline — SS 87 
Games — see Video games 
Generic brands — Feb. 59, May 52 (UD), June 30 


(UD), Oct. 40 (UD), Dec. 42 (UD) 


Golf balls — Jan. 66 
Government advertising — Jan. 62 
Growth markets — Tampa Bay Feb. 143, Dallas- 


Fort Worth Apr. 157, San Diego June 175, 
Cincinnati Aug. 125, Orlando Oct. 163, Nashville 
Dec. 125 


Hair care products — July 36 (UD), Sept. 181 
Hard of hearing (tv) — Nov. 26 (FU) 

Headache remedy — SS 167 

Hispanic markets — Feb. 44 (UD), Sept. 30 (UD), 


Oct. 66, Nov. 30 (FU), 51 (UD) 


Home electronics — May 76, SS 69 
Home video — see Video tape recorders 
Hosiery — Jan. 115 

Hotels — Oct. 70 

House magazines — Nov. 66 


Image advertising — see Corporate advertising 
In-flight ads — Sepi. 46 (NIM) 
In-house agencies — Mar. 185, June 57, Sept. 194 


(Q) 


industrial advertising — Sept. 171, Dec. 64 
Inquiry handling — June 17 (PB) 

Inserts — July 52 

Interactive cable — see Cable, shop-at-home 
Introducing new products — see New product 


introductions 


Jeans — Mar. 50 (UD), SS 33 
Judgment buying — Feb. 70, Mar. 66, 96 (AWSI), 


110 (ATSI), Aug. 62 


Kelly, Stephen E., awards — Mar. 76 
Kerosene heaters — Sept. 74 


Lawyers, advertising by — Mar. 55 (DC) 
Lingerie — Jan. 115 
Liquor — Mar. 40 (FU), Apr. 44 (UD), July 26 (radio) 


(FU), Aug. 60, Sept. 66 (radio), Oct. 40 (UD) 


Low-power tv — Apr. 54 (DC), 197 (BB), Nov. 186 


(BB) 


Lumber — June 30 (UD) 


Magazines, company-sponsored — Nov. 66 

Mail order — see Direct marketing 

Mall advertising — May 104 (ATS!) 

Market & Media Education (West) — Apr. 76 
Marketing & Media Week — Feb. 21, 104 (facuity) 
Media mix — Feb. 88 (ATSI), May 82 (ATSI), June 


96 (ATSI), July 204, Sept. 94 (ATSI), 195 (PB), FS 
131 


Mediaperson of the Year — Jan. 64 
Media promotion/merchandising — Jan. 68, Feb. 


166, May 82, June 78 


Media room — Aug. 58 

Music (Country & Western) — June 62 

Minority markets — see Hispanic 

NABSCAN — Jan. 97 (UD), 131 (PB) 

NAU (Newspaper Ad Units) — July 212 (PB), FS 74 
New product introductions — Feb. 86, Apr. 34 (FU), 


May 48 (FU), 64, June 50, SS (Spring Special) 
(several cases) Sept. 59, 68, Oct. 48 (HW) 


News — Jan. 138 (BB), May 170 (BB), July 46, Aug. 


148 (BB), Dec. 141 (ATSI) 


Newspaper Audience Research (Three Sigma) — 


Feb. 140 


Newspaper ad sizes (SAU) — see Standard Ad 


Units 


Office equipment — Aug. 48 (NIM) 


Marketing & Media Decisions — February 1983 





Old-age market — May 50 (Q), June 203 (ATSI), 
Oct. 50 (FU) 

Olympics — Jan. 18 (BB) 

Oil, motor — SS 87 

One order-one bill — Dec. 17 (PB) 


Packaging — Apr. 74, Aug. 28 (UD), Oct. 38 (UD), 
Nov. 50 (UD) 

Pasta, future market — Jan. 42 (FU) 

Pass-along readership — Jan. 94 (ATSI), July 26 
(FU), Oct. 182, Nov. 74 

Pay-for-view tv — Mar. 113 (ATSI), June 196 (BB), 
Sept. 108 (ATSI), 192 (ATSI), Oct. 50 (FU), Dec. 
89 (ATSI), 103 (FU), 141 (ATS!) 

Per Inquiry —— Nov. 103 

Piggybacking — Apr. 197 (BB) 

Political advertising — Feb. 56, May 34 (DC), Nov. 
72, Dec. 51 (HW) 

Population — Nov. 30 (FU) 

Positioning — June 30 (UD) 

Post-buy analysis — Sept. 62 

Postage — Feb. 94 (ATSI), Apr. 68, May 176 (FU), 
Dec. 50 (DC) 

Predictions — Jan. 76 (ATSI), Feb. 32 (FU), 36 
(NIM), Mar. 40 (FU), Aug. 51, FS 25, Oct. 36 
(UD), Nov. 30 (FU), Dec. 62, 237 (ATS!) 

Preprints — July 52 

Presidents (in ads) — Apr. 64, Sept. 32 (UD) 

Primetime Access Rule (PAR) — May 50 (Q) 

Private labels — see Generics 

PRIZM — Feb. 74, Mar. 188, July 183, Aug. 62, 
Sept. 72 

Product information — see Consumer information 

Production, print — FS 65, 73 

Programing, tv —Jan. 58, June 90 (ATSI), July 46, 
FS 79, 87, Oct. 21 (NM) 

Propaganda — Apr. 54 (DC) 

Public Broadcasting — Mar. 50 (UD), 55 (DC), Apr. 
52 (DC), Nov. 46 (DC), Dec. 50 (DC) 


Radar detectors —- Oct. 62 

Rate cutting (magazines) — Dec. 36 (NIM) 

Reach and frequency — see Frequency 

Readership — Jan. 94 (ATSI), Feb. 140, Mar. 30, 
June 187, Oct. 182-SMRB, Nov. 74-MRI 


Readership studies (Meldrum & Fewsmith) — Jan. 


106 (#1), Feb. 174 (#2) 

Reading time — Feb. 79 (AWS!) 

Real estate — Feb. 28 (FU) 

Recession — Mar. 44 (FU), Apr. 82 (AWSI), Sept. 
101 (ATSI), Dec. 64 

Recruiting, military — Jan. 62, May 52 (UD) 

Regional magazines — May 36, Aug. 64 

Regional marketing — July 50 

Religion — Apr. 199 (BB) 

Rental cars — Sept. 32 (UD) 

Repetition — Apr. 40 (UD) 

Representatives — Feb. 88 (ATSI), 166, Mar. 30 
(MB). 116 (ATS!) 

Results — see Case History index and SS (Spring 
Special) total issue 

Retail —— jan. 34 (UD), Mar. 68, Apr. 44 (UD) 
May 76, SS 69, 111, July 44, Aug. 111 

Roadblocking — Aug. 28 (UD) 

Rustproofing — Nov. 68 


Salaries — Feb. 72, Oct. 64 

Sales call cost — Sept. 172 

Salesmen, business press — Feb. 72 

Sampling — Aug. 122 

Satellite-distributed newspapers — June 188 (PB) 

Satellite transmission — Jan. 58 

SAU — see Standard Ad Units 

Scorecards, cable — Feb. 76, July 39, Nov. 127 

Seafood — Mar. 68 

Seasonal variation — FS 141 

Senior citizens — May 50 (Q), June 203 (ATSI), Oct. 
50 (FU) 

Shoestring advertising — Sept. 48 (NIM) 

Shop-at-home cable — see Cable, shop-at-home 

Shopping malls — see Malls 

Short-form programing — Oct. 21 (NM) 


Singles market — Oct. 51 (FU), Dec. 70 

Sky typing — Apr. 88 (ATS!) 

Smart card — June 50 (FU) 

Smoke detectors — Sept. 132 

Soft drinks — May 51 (UD), June 30 (UD), SS 149, 
Sept. 59, Oct. 139, Dec. 42 (UD) 

Soap, liquid — SS 123 

Specials (blockbusters) — May 117 (tv), June 66 
(mags), July 52 (newspaper preprints) 

Spill-in — Sept. 82 

Spokesmen, company — Apr. 64, Sept. 32, (UD) 

Sports — Jan. 18 (CFA/NCAA) (BB), Feb. 170 (BB), 
May 30 (Cable/NFL) (CS), June 18 (BB), Aug. 18 
(BB), Oct. 18 (BB), Nov. 17 (BB), 32 (CS), 62, 
Dec. 55, 141 (ATS!) 

Standard Ad Units (SAU) — May 108 (ATSI), July 
212 (PB) 

Steel — Dec. 64 

Stereos — Mar. 74 

Stockman, David, and supply-side economics — 
Jan. 30 (NIM), 72 (AWS!) 

Street rates (magazines) — Dec. 36 (NIM) 

Strike (football) — Oct. 18 (BB), Nov. 32 (CS), 62, 
Dec. 18 (BB), 42 (UD) 

Suburban newspapers — Jan. 121, May 38 (MB) 

Syndication — Jan. 58, Feb. 100 (ATS), Oct. 36 
(UD) 

Taxes, assn. pubs. — Feb. 94 (ATS!) 

Taxi-cab ads — Dec. 82 (ATS!) 

Teen-age shoppers — May 44 (FU) 

Teen-age market — Dec. 51 (HW) 

Telephone, selling by — June 60, Aug. 32 (UD) 

Teletext — see Electronic publishing 

Test marketing — Feb. 86 (ATSI), Sept. 82 (ATS!) 

Theatres, advertising in — FS 94 

Time banking — Apr. 18 (BB), 22 (NM), May 59, 
June 18 (BB) 

Tourist advertising — Jan. 68, SS 189, Sept. 76 

Toys — Sept. 36 (DC), see also Video games 

Trade mark protection — May 163 (PB) 

Travel — Jan. 68, SS 189, Sept. 76 

Traveling show — Oct. 40 (UD) 

Tree service — Sept. 72 

Truth in advertising — Jan. 38 (Q), 119 (DC) 

Tv and children — Mar. 52 (DC), June 18 (BB), 28 
(MB), July 32 (DC), Sept. 32 (UD), 36 (DC) 

Tv, low-power — Apr. 54 (DC), 197 (BB), Nov. 186 
(BB) 


Unions — Nov. 76 

Up-front buying — Sept. 18 (BB), Oct. 76, 86 
(ATS!), 180 

UPC (Universal Product Code) — Jan. 97 (UD) 

Utilities advertising — Jan. 56, Apr. 66 


VALS (Values and Lifestyle Systems) — June 188 
(BB), July 183, Oct. 97 (ATS!) 

Video cassette ruling — Jan. 36 (DC) 

Video games — Apr. 32 (FU), SS 133, Sept. 68, 
154, Oct. 36 (UD), 180, Nov. 50 (UD), Dec. 40 
(UD) 

Video publishing — see Electronic publishing 

Video tape recorders — Jan. 97 (UD), Mar. 46 (UD) 

Video discs — Mar. 50 (UD) 

Videotext — see Electronic publishing 

VisiCalc — Aug. 121, 155 (FU) 


Wall Street analysts — Aug. 51 

Watc res — Nov. 59 

Wearout (commercials) — Apr. 40 (UD) 
Windsor System — sune 28 (MB) 

Wines — Jan. 60, Apr. 40 (UD) 

Women in advertising — Apr. 70 

Women, auto buying — Feb. 42 (HW), Sept. 76 
Women and family finances — May 56 (HW) 
Women media buyers to sales — Feb. 172 (BB) 
Women, working — Dec. 46 (FU) 


Yellow Pages — Nov. 51 (UD) 


Zapping — Oct. 91 (ATS!) 
Zip Code — Feb. 74, Mar. 188 (BB), Aug. 139 (PB), 
Sept. 56 (FU) 





Automobiles — June 131 
Fast Food — Aug. 111 
Hair Care — Sept. 181 
Soft Drinks — Oct. 139 


Cigarettes — Nov. 15! 
Auto Aftermarket — Dec. 109. 


“As they see it” columns 
on marketing by: 


Dawn Sibley — What media people 
should know about marketing — Areas of 
an agency’s function, other than media, 
should be incorporated into their assign- 
ments. Jan. 96. 

Alec Gerster — Just what influences 
those decision makers? — It is not very 
easy to identify where in the process a 
media sale is made or lost. Feb. 92. 

John O’Toole — The basic nature of 
advertising — A defense of the way adver- 
tising works. Mar. 100. 

Michael Atkin — The bone-tone and 
other media forms — Creative media think- 
ing involves breaking down traditional 
ways to categorize media forms. Apr. 93. 

Dawn Sibley — Marketing for the future 
— We must invest time now in the devel- 
opment of the future. May 110. 

Barbara Reid — Marketing plan & 
media expertise (equals) creative media — 
Media and marketing personnel must work 
together to formulate a brand’s target. June 
87. 

Bill Nightingale — Reminders of 
radio’s values — Radio’s basic effective- 
ness comes from its ability to generate 
reach and frequency against specific 
targets. July 184. 

Alec Gerster — Keeping the bloom on 
pay tv’s rose — Quality will become a 
challenge for program developers. Sept. 
108. 

Barbara C. Reid — A tourist’s percep- 
tion of marketing in China. Oct. 94. 

Arthur Edelstein — Cable upscale; 
networks downscale — Average net demos 
will drop as upscales desert over air for 
cable. Nov. 100. 

Ned Gelband — Start planning — 1990 
is just around the corner — What might 
happen to the television business between 
now and then. Dec. 137. 





MEDIA BUYING PHILOSOPHY 





A future death knell for cost-per- 
thousand —- Emanuel Demby’s outlook 
(FU). Jan. 40. 

The ad budget — Top 200 brands use 
all months to decide. Jan. 53. 

Looking for bargains — Bargain hunt- 
ing means giving the buyer room to 
negotiate or compromise as long as the de- 
cision does not jeopardize the objective 
(ATSI). Jan. 80. 





Reconsider spot tv — Advertisers, 
trending away from spot tv, should recon- 
sider their strategies (ATSI). Jan. 90. 

A creative look at media — Frankie 
Cadwell, president of Cadwell Davis Sav- 
age, is aware of the opportunities of apply- 
ing creative judgment to the media side of 
her business. Feb. 70. 

A line on the flowchart — Solid plan- 
ning means that the who, where, when and 
how much has to be evaluated (ATSI). 
Feb. 82. 

Decreasing tv effici .cies will impact 
product introductions — Types or classes 
of vehicles representing a variety of media 
may supplant a single medium in new 
product introductions (ATSI). Feb. 86. 

How Chrysler does more with less 
—The ‘‘new’’ Chrysler Corp. determines 
the target audience for its line of cars 
through the use of a target audience matrix. 
Mar. 62. 

Magazine advertisers ask: Is the num- 
bers game fading away? — Many large 
magazine advertisers are relying on judg- 
ment in evaluating magazines. Mar. 66. 

Car stereo marketers turn to a la car 
sales — Media buying follows individual 
tracks among American manufacturers of 
car stereos. Mar. 74. 

More judgment, fewer numbers 
—Many agencies are still using numbers as 
their total guide to media decisions, but 
judgment should be added. (AWSI). Mar. 
96. 

The price of everything — the value of 
nothing — A better balance is needed be- 
tween the numbers and professional media 
judgment (ATSI) Mar. 110. 

Why in-house agencies are striking 
out — The basic problem is that emphasis 
remains on media not market planning. 
Mar. 185. 

Rethinking an old medium — The 
geo/demo editions of mass magazines may 
be their salvation (ATSI) Apr. 95. 

Basic truths about trade books are the 
key — A wrapup of the whys and where- 
fores of using business publications (ATSI) 
May 110. 

Why planners overlook outdoor — It 
is because of a lack of basic knowledge of 
the medium (VuPt) May 114. 

Geer Gross’ ten commandments for 
cable ad-decision making (CS). June 36. 

Changing lifestyles, changing media 
— Guest editor Laurel Baer suggests ways 
to reach the new lifestyle markets. Aug. 
62. 

Using reader acceptance — This is a 
critical common denominator in making 
the best newspaper buying decisions 
(ATSI). Aug. 80. 

Targeting audiences in outdoor 
—Outdoor media buys can be skewed to 
appropriate audiences (ATSI). Aug. 82. 
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New services test the buying commu- 
nity — Greater scrutiny in the media buy- 
ing process could well create a windfall for 
the cable industry (ATSI). Aug. 82. 

The mass medium is right on target 
—Seven criteria for evaluating any 
medium and its target market (ATSI). Aug. 
85. 

Packagers sell environment — How to 
deal with a proposal that has more excite- 
ment than substance (ATSI). Aug. 87. 

The invalid world of cost per thousand 
— Major flaws are evident in their use 
(ATSI). Aug. 92. 

Tribulations of a post-buy pro 
—Jonathan Fuller, Tv Post Analysis Co., 
claims his service can help keep cpm’s 
lower and add credibility to the buying 
process. Sept. 63. 

Henry Schmid’s new target marketing 
toy — How Davey Tree Expert Co. has 
applied PRIZM to market and mazazine 
selection. Sept. 72. 

The networks royal flush — Advertis- 
ers are not stopping up-front buying despite 
rate hikes and audience slippage. Oct. 76. 

What now for the effective frequency 
concept? No valid all-inclusive formula 
can be developed (Med). Oct. 82. 

Radio’s crowning touch — localiza- 
tion — But media buyers find this quality 
hard to analyze (ATSI). Oct. 89. 

Rate setting for magazines — The 
major factors that go into the determination 
of the value of magazine advertising. FS 
41. 

Exploding an old theory — Frequency, 
the key factor in making a move in today’s 
marketplace (ATSI). Nov. 82. 

Katz unveils its new planning rule 
(FU). Dec. 44. 

An insider’s look at Canadian media 
quirks — Report by guest editor Hugh 
Dow, Mac Laren Advertising, Toronto, 
Can. Dec. 66. 

Taking a hard look behind the num- 
bers — Letting the computer do the buying 
is not good enough today (ATSI). Dec. 83. 

Measuring tv market spill-in —- There 
are changes going on in tv viewing that 
necessitate a change in buying practices 
(ATSI). Dec. 94. 


other agencies. May 59. Also Apr. 18, 
June 18 (BB). 

Why young planners overlook outdoor 
— It is because of a lack of basic knowl- 
edge of the medium (VuPt). May 114. 

Media in 84% of agency final pitches 
— Survey by Joel Kusiins, Bozell & 
Jacobs, shows how deeply involved media 
departments are in new-business solicita- 
tions. June 72. 

Marketing plan & media expertise 
(equals) creative media — Today's media 
professionals must be marketing oriented 
(ATSI). June 87. 

Where does the media presentation 
fit? — Media people must learn how to 
interact with creative to make an idea stand 
out (ATSI). July 185. 

Learn what your media planner does 
— It behooves a client to get better ac- 
quainted (ATSI). Oct. 90. 


MEDIOLOGY COLUMNS 











MEDIA DEPARTMENTS 





A micro on every desk — Growing 
number of ad agencies are employing 
micro-computers to save time in number- 
crunching tasks. Feb. 64. 

Marschalk’s in-house brand manager 
— Art Wilen presides over a growing staff 
that measures media results against market- 
ing criteria. Mar. 70. 

Time banking under the microscope 
— J. Walter Thompson’s problem has led 
to careful examination of the practice in 


The evolving media scene for the 
1980’s — Predictions of changes that 
might occur in tv, radio, magazines and 
newspapers. Jan. 76 (Papazian). 

If cable rates are pegged to ratings 
... — A look at the many aspects of 
measuring programing and charging for 
cable advertising. Feb. 80 (Papazian). 

Why in-house agencies are striking 
out — The basic problem is that emphasis 
remains on media not market planning. 
Mar. 185 (Maneloveg). 

Crossroads for metro dailies — The 
newspaper industry is heading towards a 
crisis. Apr. 84 (Papazian). 

How service magazines might serve 
themselves — and their advertisers — A 
lock into the implications of the co-op ad 
effort of the ‘‘seven sisters." May 82 
(Maneloveg). 

A challenge for the media — Survey 
results showing part advertisers play in the 
media decision process. June 78 (Papa- 
zian). 

Where does the media presentation 
fit? — Media people must learn how to 
interact with creative to make an idea stand 
out. July 185 (Maneloveg). 

Radio’s leading role passes to FM; But 
then what? — FM is beginning to sound 
like AM used to. Aug. 70 (Papazian). 

Cable’s impact on test markets and 
other media — In many markets cable 
penetration has affected media spiil-in. 
Sept. 82 (Sibley). 

What now for the effective frequency 
concept? — You can’t develop an all- 
inclusive formula that will hold. Oct. 82 
(Papazian). 

Exploding an old theory — Frequency, 
not reach, is key factor. Nov. 82 (Man- 
eloveg). 
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Seeking alternatives? What about spot 
tv? — Many advertisers fail to use spot tv 
effectively. Dec. 76 (Papazian). 





NEWSPAPERS 





Squeeze on Federal ad budgets —How 
various Federal agencies use newspapers in 
their advertising efforts. Jan. 62. 

Cooperative advertising, Hawaiian 
style — Major national magazines plus 
major newspapers in New York City form 
backbone of campaign. All media tie in 
with merchandising promotion. Jan. 68. 

The evolving media scene for the 
1980’s — Some predictions of what might 
happen to newspapers (Med.). Jan. 76. 

Suburban newspapers — National ad- 
vertiser interest in suburban newspapers is 
climbing as the suburban press becomes 
more sophisticated, credible and easy to 
buy. Jan. 121, Retort (MB). May 38. 

What’s happening to newspaper read- 
ers? — Key findings from the Three Sigma 
Audience study (VuPt). Feb. 140. 

Air Travel — Media usage in the airline 
business has increasingly shifted to news- 
papers and radio. Mar. 153. 

Newspapers repackage for national 
ads — Why and what newspapers are 
doing to exact a larger share of national ad 
dollars. Apr. 59. 

Crossroads for metro dailies — The 
newspaper industry is heading towards a 
crisis (Med). Apr. 84. 

Ford projecting a new, diverse image 
in print — Corporate advertising depart- 
ment’s new campaign uses newspapers and 
magazines (NIM) May 35. 

Daring to be different — Kellogg Co., 
in introduction of Nutri-Grain, used news- 
papers to carry coupons as well as image 
copy. May 64. 

Good news for newspapers — Finan- 
cial analyst Ellen Sachar sees a bright fu- 
ture for newspapers. May 70. 

One newspaper Philadelphia — 
Analysis by Jack Cohen of DDB report 
shows that the existence of a monopoly did 
not increase rates. May 80. 

Two newspaper studies — or one? 
(PB). May 164. 

The cream of last year’s newspapers 
ad crop is featured in Creative Newspapers 
1982, published by the Newspaper Adver- 
tising Bureau (HW). June 40. 

The ‘‘scoop’’ on newspapers — Bar- 
ron’s runs optimistic article on newspapers 
(NIM). July 28. 

Retailing’s high fashion master — One 
constant in Neiman- Marcus advertising, no 
matter the market, is newspapers. July 44. 

Peugot’s newspaper relaunch — The 
French automaker is revitalizing its sales in 
the upscale end of the market with an ad 
campaign that relies on newspapers. July 
48. 


Concentration: Part III — Newspaper 
preprints — Despite the threat of shared 
mail and other alternative distribution sys- 
tems, free fall insert circulation in news- 
papers has nearly quadrupled in past de- 
cade. July 52. 

Sky’s the limit for Baileys Irish Cream 
— Newspapers play important role in ag- 
gressive campaign. Aug. 60. 

Lou Hagopian’s ‘‘letter to the 
editors’? — How newspapers can improve 
their standing with national advertisers and 
agencies. Sept. 160. 

Newspaper production problems 
—The cause of excess costs is the inability 
to set the game plan and stay with it. FS 73. 

How media recruit the sports fans 
—How newspapers relate to sports audi- 
ences. Dec. 56. 


“As they see it columns 
on newspapers by: 


Louis J. Crossin — Financial houses 
turn to newspapers for long-copy explana- 
tion — for new savings instruments, radio 
and tv will create awareness but they will 
look to newspapers for an education. Jan. 
86. 

Jack Cohen — Newspaper reps — 
well-deserved — The success of news- 
papers cries for a salute to the reps. Feb. 
88. 

Joel Fisher — Alive and well — Why 
newspapers continue to command the high- 
est share of total ad volume. Mar. 106. 

John Miller — Reps new educational 
session seems worthwhile — A review of 
the seminar put on by the Newspaper Ad- 
vertising Sales Assn. Apr. 104. 

Madeline Nagel — SAU’s — as adver- 
tised? — The answers range from a “‘yes”’ 
in agency production departments to 
‘‘worst thing that ever happened’’ to 
**maybe’”’ in media departments. May 108. 


Marcella Rosen — Positioning a na- 
tional newspaper — How the writer would 
position a national newspaper; completely 
opposite to plan of USA Today. June 84. 

Richard B. Hamilton, Jr. — Using 
reader acceptance — A critical common 
denominator in making the best newspaper 
buying decisions. Aug. 80. 

Roger C. Bumstead — 80% still 
*‘evening’’ newspapers — Roundup and 
commentary on the recent demise of sev- 
eral great newspapers. Sept. 90. 

John Meskil — Thank new technology 
for Gannett’s USA Today. Oct. 84. 

Michelle Horowitz — A love affair in 
black & white — Among retailers, news- 
papers have given way to broadcast. Nov. 
94. 





OUTDOOR/OUT OF HOME 





Inflatable billboards not just a lot of hot 
air (FU) Jan. 40. 

Significance of radio’s use of transit 
—Station managers want a low cost, high 
multiplier medium to promote their call let- 
ters and formats. Jan. 83. 

Squeeze on Federal ad budgets —How 
various Federal agencies use out-of-home 
media in their advertising efforts. Jan. 62. 

Why young planners overlook outdoor 
— It is because of a lack of basic knowl- 
edge of the medium ( Viewpoint- Wilkins). 
May 114. 

Point of purchase volume moves up 
—Comments from Point of Purchase Ad- 
vertising Inst. (POPAI) on increasing ac- 
tivity in the medium (FU). May 176. 

SPV (Space Position Value) standards 
added for eight-sheet posters — OOHMB 
worked out guide for evaluating eight-sheet 
posters (UD). July 36. 

Sky’s the limit for Baileys Irish Cream 
— Outdoor plays important role in aggres- 
sive campaign. Aug. 60. 
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New electronics shine in out-of-home 
media — Fiber optics, 3D holography and 
computer graphics are getting ready to 
transform outdoor. Oct. 72. 

Outdoor trends — Cost of 30-sheet 
have more than doubled in 10 years and are 
accelerating to include more expensive 
forms. FS 129. 

Anti-billboard ordinance deemed un- 
constitutional (DC). Nov. 46. 


“As they see it’’ columns 
on outdoor/out of home by: 


Robert Flood — Significance of radio’s 
use of transit — Station execs want a low 
cost, high multiplier medium to help keep 
their call letters and format top-of-mind 
among transit riders. Jan. 83. 

Byron Chandler — Isolated and alone 
— More support from the membership of 
the TAB will enhance the standing of the 
outdoor medium. Mar. 128. 

Pete Riordan — The Madison Ave. Air 
Corps — A look at the operation of 
Skytypers East. Apr. 88. 

Robert Flood — For shoppers or!y — 
mall advertising — An overview of the 
operation of 3M’s National Advertising 
Co. May 104. 

Martin Mullaney — The cliche as input 
— An exposure of the many cliches that are 
detrimental to out-of-home media. June 
100. 

Dick Briggs — Promoting highway 
safety — a new approach — Outline of a 
program for a highway safety campaign 
utilizing the back side of direction signs. 
July 173. 

John G. Miller — Targeting audiences 
in outdoor — Out-of-home media have 
devised buying patterns to help an adver- 
tiser reach discrete market segments. Aug. 
82. 

Pete Riordan — Abroad with the boards 
— What you should know about ‘‘riding 
the boards.’’ Sept. 109. 

Tv by the sea — Diamond- Vision will 
beam a tv picture above the Atlantic City 
boardwalk. Nov. 84. 

Keeping tabs on the cabs — Results of 
study showing average daily impression 
opportunities on Manhattan, NY, cabs. 
Dec. 82. 


RADIO 








Squeeze on Federal ad budgets —How 
various Federal agencies use radio in their 
advertising efforts. Jan. 62. 

The evolving media scores for the 
1980’s — Some predictions of what might 
happen to radio (Med) Jan. 76. 

Car stereo marketers turn to a la car 
sales — Special and general interest mag- 
azines, spot radio and tv appear on the 
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media schedules of the American makers of 
car stereo sets. Mar. 74. 

Air Travel — Media usage in the airline 
business has increasingly shifted to radio 
and newspapers. Mar. 153. 

The battle for visibility — Spot radio 
and magazines play a big part in effort of 
Soft Lens Inc. to reach target. Apr. 72. 

Farmers tune to special shows — More 
insight on how farmers listen to radio (re- 
ply to Dolinky Nov. 1981, 86). Apr. 135. 

What research is best fit for radio 
plans? — An evaluation of various area 

‘dience measures (TSA, ADI, Metro, 
National) available for radio advertisers 
(VuPt) Apr. 136. 

Radio network for the very wealthy — 
Leisure Market Network specializes in the 
elite and wealthy (UD). June 31. 

Country & Western: bustin’ out all 
over — The number of c&w format sta- 
tions grew from 81 in 1960 to 1,785 in 
1980. June 62. 

Just where is drivetime the best for 
radio — Census data reveal new numbers 
on riders per car. (UD). July 36. 

More radio growth in the 80’s and 
90’s — DDB report shows areas of techno- 
logical growth (UD). July 36. 

Reminders of radio’s values — Radio’s 
basic effectiveness comes from its ability to 
generate reach and frequency against 
specific targets (ATSI). July 184. 

Radio’s leadership role passes to FM: 
but then what — FM is beginning to 
sound like AM used to (Med). Aug. 70. 

Radio’s battle with cable television 
—As cable grows, so does radio’s chal- 
lenge (FU). Aug. 154. 

Will liquor break the broadcast bar- 
rier? No longer impeded by the NAB 
code, some marketers are considering radio 
but the Distilled Spirits Council’s sanctions 
are major stumbling block. Sept. 66. 

Radio dollars go a long way — Radio 
can be very low cost but it’s easy to spend 
up to $25,000 for a radio spot. FS 114. 

Examples of radio rates for target audi- 
ence adults 25-54, in three dayparts to 
reach a 300 grp level. Data from Blair 
Radio. FS 116. 

FCC links radio revenue to power in- 
come levels (DC) Oct. 14. 

Study outlines pluses of network radio 
— BBDO report (HW). Dec. 51. 

Crystalballing radio — Programing 
pros and agency experts offer thoughts on 
radio’s future. Dec. 62. 


“As they see it” columns 
on radio by: 


Spencer L. Hapoienu — Radio's 
exclusivity: portability — The new media 
will impinge on all of radio’s advantages 
except portability. Jan. 92. 


Laurel Baer — Radio and the content 
imperative — People are attracted by 
media content, and the new radio pzogram- 
ing is in tune with shifting listening habits. 
Feb. 100. 

Madeline Nagel — No news — Radio 
continues to be a valid alternative that 
communicates well when it is used well. 
Mar. 108. 

John Meskil — Radio programing is the 
key to its future — Radio stations, in order 
to be successful in the 80’s, will have to do 
more than play hit songs. Apr. 92. 

Sheldon Taule — Buyer beware of 
commercial-free (music) sweep — The 
practice of segmenting program and ad ma- 
terial is growing, but the ratings do not 
show the separate values. May 86. 

David Tracy — Fantasy can be more 
exciting than reality — Radio can paint a 
**mind’s eye’’ image with words. June 87. 

Roger C. Bumstead — I love New 
York — When New York is on the list, 
marketers should take a fresh look at New 
York radio offerings. July 182. 

John Meskil — Newest broadcast 
medium, cable, is worst enemy of oldest, 
radio — Share of total ad dollars will stag- 
nate unless an effort is made to sell it. Aug. 
74. 

Sheldon Taule — Experts’ whipping 
boy — Radio — Radio now becomes the 
whipping boy for the inroads cable is mak- 
ing. Sept. 112. 

Laurel Baer — Radio’s crowning touch 
— localization — But media buyers find 
this quality hard to analyze. Oct. 89. 

Ted Block — Parable of the gutsy media 
exec — Radio can handle product catego- 
ries that do not seem natural but it must be 
demonstrated. Nov. 94. 

David C. Lehmkuhl — | hate radio! — 
Radio is beset by a set of both positive and 
negative cliches. Dec. 92. 





RATES/BUNGETING 





The ad budget — Decision’s survey 
shows how big ad spenders time their 
budgeting activities. Jan. 53. 

Costs forecast expanded — Bob Coen, 
McCann-Erickson (NIM), Feb. 36. 

If cable rates are pegged to ratings 
—A look at the many aspects of measuring 
and charging for cable. Feb. 80. 

Whose recession? — Review of avail- 
able research proving the fallacy of cutting 
advertising in a down economy (AWSI). 
Apr. 82. 

When media costs rise, so do agency 
profits — Agency stocks have a built-in 
growth factor — rising media costs (VuPt). 
May 134. 

Local cable ads to hit $37 million 
—Rates of cable services in New York 
ADI (CS). Aug. 36. 
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Outlook for 1983 budgets — Wail 
Street analysts’ view of media pricing; ad 
volume estimates. Aug. 51. 

Radio dollars go a long way — Radio 
can be very low cost but it’s easy to spend 
up to $25,000 for a radio spot. FS 114. 

Examples of radio rates for a specific 
target audience adults 25-54. Data from 
Blair Radio. FS 116. 

The fine art of cable costing — The 
client has to have some idea of what they 
are buying but many still look at cable as 
experimental and don’t worry about cost. 
FS 119. 

Outdoor trends — Cost of 30-sheet 
posters have more than doubled in !0 years 
and are accelerating to include more ex- 
pensive forms. FS 129. 

Big advertisers’ budget splits — How 
leading advertisers allocate their media dol- 
lars in national media in 1981. FS 131. 

When are budgets set? — Decisions’ 
survey among Top 200 Advertised Brands 
show year-round activity of media 
budgeters. FS 142. 

No end to media cost spiral (AWSI). 
Oct. 80. 

Rate cutting (by magazines) called in- 
sult to marketers (NIM). Dec. 36. 

Cost trends (monthly feature): 

Jan 12, Feb. 12, Mar. 12, Apr. 10, May 
166, June 190 July 214, Aug. 142, Sept. 
198, Oct. 190, Nov. 182, Dec. 142 





RESEARCH 





The 1982 ad study list — Bruce Chil- 
ders, senior vp, Meldrum & Fewsmith, 
Cleveland, prepares report on ad readership 
studies planned by consumer, business and 
farm magazines. List continues to increase. 
(Part 1) Jan. 106; (Part 2) Feb. 174, (MB) 
May 178. 

New copy testing group endorsed by 
associations (FU). Feb. 32. 

Optimization — The key for research 
in the 1980’s — John L. Lewis (FU). Feb. 
32. 

In defense of PRIZM — Rebuttals by 
Lehmkuhl and Toback to Nov. °81 Gug- 
genheim column. The subject: PRIZM’s 
assertion that Zip Codes can be as selective 
a marketing tool as magazines. Feb. 74. 

Schreiber vs. Joyce — Rebuttal by 
Robert Schreiber to Timothy Joyce’s 
critique on the New Orleans Readership 
Symposium (MB). Mar. 30. 

Magazine advertisers ask: Is the num- 
bers game fading away? — Many large 
magazine advertisers are relying on judg- 
ment in evaluating magazines. Mar. 66. 

More judgment, fewer numbers 
—DMany agencies are still using numbers as 
their guide to media decisions — but judg- 
ment should be added (AWSI). Mar. 96. 

You can do it yourself — Guest Editor 


Ron Kaatz, JWT, explains how at his 
agency simple research conducted on a 
do-it-yourself basis often provides the 
needed answer. Apr. 62. 

Paul Chook’s tip-on technique — A 
new approach in audience measurement to 
get the truth about values of special interest 
magazines. Apr. 78. 

This a test — How to implement a 
spending level test to assure accountability 
(ATSI). Apr. 91. 

Tv research balancing act: Coming to 
grips with cable — Nielsen and Arbitron 
are scrambling to achieve a tricky balance. 
June 64. 

Add VALS to SMRB — Simmons con- 
tinues to add information to its data base 
(PB). June 188. 

A rose or a council by any other name 
— Broadcast Rating Council renamed 
Electronic Media Rating Council (UD). 
Aug. 32. 

Presssuring cable for the numbers 
—Selling cable on unsubstantiated entice- 
ments are giving way to the traditional cpm 
efficiencies. Aug. 56. 

Tribulations of a post-buy pro 
—Jonathan Feller, Tv Post Analysis Co., 
claims his service can help keep cpm’s 
low, and add credibility to the media buy- 
ing process. Sept. 63. 

Henry Schmid’s new target marketing 

toy — How Davey Tree Expert Co. applied 
PRIZM to market and magazine selection. 
Sept. 72. 
SMRB: fewer readers per copy — The 
1982 Study of Media and Markets reports 
lower rpc figures overall: pass-along audi- 
ences vary from 2x to 9x original recilients. 
Oct. 182. 

The Nielsen of tv efficiency? — Video 
Storyboards Tests has developed a method 
of rating tv cost efficiencies. Nov. 70. 

1982 MRI: larger audiences than 
SMRB — Higher magazine audience 
counts are results of differences in 
methodology. Nov. 74. 

Research priority number one — Ad- 
vertisers want to know how many and what 
kinds of people are exposed to their ads 
(AWSI). Nov. 80. 


“As they see it’’ columns 
on research by: 


Gabe Samuels — Looking for bargains 
— Bargain hunting means giving the buyer 
flexibility to negotiate. Jan. 80. 

Larry Kelley — Decreasing tv ef- 
ficiencies will impact product intros. Feb. 
86. 

Bernard Guggnheim — *‘The price of 
everything — the value of nothing’’ — A 
better balance is needed between the num- 
bers and professional judgment. Mar. | 10. 


Willard L. Hemsworth — Cable mea- 
surement: who, what, when, where — A 
review of the basic issues. Apr. 100. 

Gabe Samuels — How to be nice to 
buyers — The buyer's function is becom- 
ing increasingly complex. May 88. 

Helen Johnston — Reaching the old- 
age market — Summarization of research 
that refutes the *‘sameness”’ of the older 
age market. June 203. 

Larry Kelley — Media measurement 
aimed at individual — The future of media 
measurement must concentrate on the in- 
dividual possibly through joint research 
projects. July 183. 

Bernard Guggenheim — Potpourri — 
A group of suggestions relating to media 
research. Aug. 97. 

Gerald Linda — Focus groups and a 
new look at an old friend — When properly 
used the focus group can provide insights 
into many areas. Sept. 96. 

Larry Kelley — VALS — an overview 
— Profiles of various types of consumers 
identified in VALS data. Oct. 97. 

Gabe Samuels — Enhancing creative 
with creative savvy —- When advertising is 
not of the highest quality, it can be en- 
hanced by the media that carry it. Nov. 86. 

Helen Johnston — Measuring tv market 
spill-in — There are changes in tv viewing 
that necessitate a change in buying prac- 
tices. Dec. 94. 





SOCIAL VALUES 





Better treatment for Christian values 
asked — Coalition for Better Television 
charges networks have excluded « wur'.tian 
characters, culture and values trom their 
programs (UD). Jan. 34. 

Take a page from the right, Fowler 
tells Charren — Peggy Charren speaks out 
on the *‘backsliding’’ of the tv industry in 
serving the programing needs of children 
(DC) Mar. 52. 

Planned Parenthood ads to fight anti- 
abortionists — Group is fighting legisla- 
tion, in part, through advertising (DC). 
May 32. 

Who’s worried now? — Study by 
DDD’s Dr. Ruth Ziff reveals a populace 
more introverted and remote than ever, 
concerned mainly with physical well-being 
and peace of mind. May 74. 

Violence on tv — Natl. Inst. of Public 
Health find link between behavior and what 
children watch on tv (BB). June 18. 

ACT vs. New Right — Letter from 
Peggy Charren disagreeing with M&MD 
contention that its new campaign is no dif- 
ferent from advertiser boycott (MB). June 
28. (See (DC) Mar. 52). 

They can’t get no satisfaction — Con- 
sumers in mood to penalize companies that 
create frustration — DDB study. Oct. 36. 
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SUNDAY MAGAZINES 





The supplement situation in New York 
newspapers (PB). May 17. 

Bigger than a breadbox — Supple- 
ments: They have their problems but also 
attributes that decision makers should con- 
sider when setting up a plan. July 172. 

Timex keeps on tickin’ — Sunday 
supplements are used during three big 
gift-giving occasions. Nov. 122. 





TELEVISION 





Make way for special interest televi- 
sion (FU). Jan. 42. 

Can Katz change the course of syndi- 
cation? — The rep firm’s consortium for a 
satellite-distributed talk show could alter 
syndication. Jan. 58, Oct. 36 (UD). 

Their golf game is head-on-head ad- 
vertising — Both Spalding and Acushnet 
rely on network tv coverage of tournaments 
and consumer golf magazines plus the golf 
business books. Jan. 66. 

The evolving media scene for the 
1980’s — Some predictions of what might 
happen to television (Med). Jan. 76. 

Expanded news an albatross around 
networks’ necks. Jan. 138. 

Qualitative ratings for public broad- 
casting completed — Arbitron gets out its 
first qualitative study of public tv viewing. 
Mar. 50. 

Take a page from the right, Fowler 
tells Charren — Peggy Charren speaks out 
on the ‘‘backsliding’’ of the tv industry in 
serving the programing needs of children. 
Mar. 52. 

Car stereo marketers turn to a la car 
sales — Special and general interest mag- 
azines, spot radio and tv appear on the 
media schedule of the American makers of 
car stereo sets. Mar. 74. 

Air Travel — Tv is playing an up-and- 
down role in the advertising/marketing 
plans of some carriers. Mar. 153. 

Public tv’s toe in the waters of adver- 
tising — Ten public tv stations get okay to 
experiment with ads (DC) Apr. 52. 

AT&T competition — MCI: Long dis- 
tance long shot — How MCI, primarily 
through tv and direct mail, is making in- 
roads into AT&T’s monopoly of long dis- 
tance dialing. Apr. 66. 

The battle for visibility — Network tv 
becomes prime medium for Bausch & 
Lomb to reach target audiences. Apr. 72. 

The cable threat and the NFL contract 
— Pete Rozelle uses cable as threat to up 
ante from NFL (CS). May 30. 

Daring to be different — Tv was the 
big gun in introduction of Kelloggs 
Nutri-Grain but magazines and newspapers 
played major roles. May 64. 
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Boeing’s target: Everyone who travels 
+ 3,000 airline execs — The need for an 
upscale consumer audience leads to buys in 
tv sports and upscale magazines. May 72. 

TV Specials — A formidable tool 
equally effective as a public relations and 
marketing device, the special has been used 
for a variety of purposes. May 117. 

Networks and all-night news (BB). 
May 170. 

Violence on tv — Natl. Inst. of Mental 
Health finds link between behavior and 
what children watch on tv (BB). June 18. 

Comedy’s king in the new network 
schedules for fall — Programing changes 
on the three networks (BB). June 194. 

ACT sues FCC to force children’s tv 
ruling — Action for Children’s Television 
has brought suit to force tv stations to carry 
children’s programing (DC). July 32. 

Networks plunge into overnight news 
— The three tv networks embark on exper- 
iments with overnight news programing. 
July 46. 

Return of the sponsor — Nabisco an- 
nounces exclusive sponsorship of Tourna- 
ment of Roses parade (UD). Aug. 28. 

Will advertisers fit in the media room? 
— Acquisition of increasingly sophisti- 
cated video equipment changing family 
room to media room. Aug. 58. 

Tribulations of a post-buy pro 
—Jonathan Feller, TV post Analysis Co., 
claims his service can help keep cpm’s low 
and add credibility to buying. Sept. 62. 

Myths of agricultural tv advertising 
—What people say against using tv to 
reach farmers. Sept. 85. 

Six ways to increase frequency in tv 
—Six factors to check in tv plan to make 
sure that targets are exposed to tv 30’s three 
times of more (VuPt). Sept. 166. 

The networks’ royal flush — The net- 
works gobble up huge chunks of budgets 
up-front while advertisers vainly protest 
rate increases and audience dips. Oct. 76. 

Home video games: up-front aggres- 
sors. Oct. 180. 

Program cost trends — net & syndi- 
cation — What advertisers and agencies 
need to know about programing costs in 
first run and syndication buys. FS 79. 

New look at tv syndication costs/values 
(picture story). FS 87. 

How to control commercial costs on tv 
— Key to cost of tv commercials is control. 
Too little can generate rip-offs; too much, 
higher costs. FS 93. 

How spc! tv prices are set — Negotia- 
tions between buyer and seller are con- 
stantly at play in the national spot tv mar- 
ketplace. FS 106. 

Spot tv cost guide — top 100 markets 
— As developed by TvB in 1982-83 Spot 
Tv Planning Guide. FS 113. 

Timex keeps on tickin’ — Television is 


the prime medium for Timex but their fash- 
ion line calls for support in print. Nov. 59. 

How advertisers tackled the NFL 
strike — Some marketers evaluated the 
situation on a week-to-week basis; others 
went into vehicles with similar demos; 
others froze the funds. Nov. 62. 

The Nielsen of tv efficiency? Dave 
Vadehra, Video Storyboard Tests, devel- 
oped a three-way method of rating tv cost 
efficiency. Nov. 70. 

Politics and paid media — Spot tv 
seems to be the darling; candidates spent 
$100 million in 1982. Nov. 72. 

The beauty of being Mary Kay —Mary 
Kay Cosmetics is adding tv to its marketing 
budget. Dec. 58. 

Seeking alternatives? What about spot 
tv? — Many advertisers fail to use spot tv 
effectively (Med). Dec. 76. 


“As they see it’’ columns 
on television by: 


Roger C. Bumstead — Reconsider spot 
tv — with network costs so high, advertis- 
ers should reconsider their spot strategies. 
Jan. 90. 

Barry Kaplan — Nieisen’s report on 
consumers and viewers of pay cable homes 
— Report provides data on households 
viewing by program source. Mar. 113. 

David Tracy — Problein solved with 
regional network tv — Executing a re- 
gional network plan is difficult but it can be 
done with huge advertiser benefit. Apr. 90. 

Roger C. Bumstead — Small can still 
be big — A potpourri of thoughts about tv 
viewing and prices. May 94. 

John Meskii — Wait til next year for 
better net programing — Cable won’t take 
over the job — All networks have had 
needed time to produce better programing. 
June 90. 

Claude C. Caylor — It’s time to revisit 
spot, syndication and regionals — Cable 
notwithstanding, we should develop and 
refine new strategies in tv. July 1977. 

John M. Reed — The mass medium 
that is right on target — Despite its mass 
approach, tv can be targeted. Aug. 85. 

Madeline Nagel — Old technology 
must come first — Despite cable we can’t 
forget the importance of old technologies. 
Sept. 98. 

David C. Lehmkuhi — The television 
networks: 1982’s version of the Edsel — 
Despite a number of negatives the networks 
have the chutzpah to raise rates. Oct. 86. 

Sheldon Taule — Network anticipates 
audience tastes — Networks are giving 
people what they want to watch. Nov. 103. 

David Tracy — Don’t overlook regional 
viewing — It can create imbalances in 
weighted delivery. Dec. 141. 
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